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三菱東京 UFJ カードローン 0.47 −0.10
みずほ銀行カードローン 0.47 −0.19
りそな銀行カードローン 0.33 −0.30
































































暗さ 怖さ やさしさ あたたかさ
三菱東京 UFJ 銀行 0.01 0.03 0.46 0.26
三井住友銀行 0.03 0.01 0.31 0.26
みずほ銀行 0.06 0.04 0.32 0.25
アコム 0.38 0.44 0.04 0.08
プロミス 0.46 0.46 0.07 0.04
レイク 0.32 0.40 0.07 0.03
モビット 0.26 0.33 0.00 0.01
りそな銀行カードローン 0.11 0.06 0.08 0.10
三菱東京 UFJ カードローン 0.03 0.04 0.08 0.07









































































































































































































Stereotypes of Consumer Finance Businesses
─ Structure of Giving Negative Image on the Brand ─
Osamu SAKAI
The purpose of this paper is to clarify the structure of the negative image 
on the consumer finance. That people generally have a negative image for 
the consumer finance. It has been pointed out by the findings of several 
research papers. However, it is not clear negative images whether they are 
applied in any structure. Using the concept of stereotypes and analyzed the 
structure of the negative image on the consumer finance. Consumers, it 
became clear that, there is a possibility that you are aware of is divided into 
categories as consumer finances, small loans, banks. Consumer finance 
category is present as a stereotype image "scary" and "dark". It is tied to a 
negative image on the brand. Stereo type if present in consumer finance 
category, there is a limit to the image improvement efforts of individual 
companies. It is shown that In conclusion, let us consider a way to avoid 
recognition by the stereotype is a problem.
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